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OZET

GAYRIMENKUL SEKTORUNDE MARKALASMANIN TUKETICi TEMELLI
MARKA DEGERI MODELI iLE NEF YAPI UZERINDEN iNCELENMESI

Cigdem KARABAG

Gilintimiizde yap1 sektoriinden, fiziksel ve fonksiyonel beklentilerin karsilandig1 binalar
insa etmenin Otesinde, proje paydaslarindan topluma, sosyal yasama katkilar saglayan,
sosyal sorumluluk tasiyan, saydam, siirdiriilebilir, toplumsal misyon iistlenen
etkilesimler ve tiiketici yaklagimli faaliyetler beklenmektedir. Bu faaliyetler; fiziksel,
ekonomik ve sosyal cevre iizerinde itici ve belirleyici giicler yaratmaktadir. Bu noktada
rekabete dayali piyasa sartlarinda pazarlama anlayisi ve tiiketici talepleri dogrultusunda
tiretim yapan firmalar farkliliklarini, kimlik ve marka hikayeleri ile ortaya koyabilmeleri
kisminda, markalasma ve marka degeri kavramlar ile karsilasirlar. Bu kavramlar,
markalasma ve bilesenleri catis1 altinda toplanan ve marka degeri ile adlandirilan
faaliyetler biitlinii olarak degerlendirilmektedir.

Calismada, faaliyetler biitlinii olarak degerlendirilen marka degeri gayrimenkul sektorii
Ozelinde ele alinarak, kurumsal ve proje diizeyinde markalasma ve marka degerini
ortaya koyan bilesenlerin arastirilmasi amaclanmistir. Bu amaca yonelik olarak,
literatiirde markalasma ve marka degeri ile ilgili mevcut modeller incelenmistir. Bu
modeller arasindan, gayrimenkul sektoriine uyarlanabileceklerden biri segilerek,
sektorde faaliyet gosteren bir firmanin modele gore analiz edilmesi hedeflenmistir.
Gayrimenkul sektoriinde faaliyet gosteren firmalar arasinda bir takim kriterler esas
alimarak Nef’in, David A. Aaker’in tiiketici (davranig) temelli marka denklik modeline
gore incelenmesine karar verilmistir. Modelin firmaya uyarlanmasi ve analizler i¢in dort
asamali calisma gerceklestirilmistir. ik asamada, medyadan erisilen veriler marka
denklik modeli bilesenlerine bagli olarak igerik acgisindan analiz edilmistir.
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Sonrasinda, Nef firma yetkilisi ile modelin bilesenlerine bagl olarak derin goriisme
gerceklestirilmistir. Son asama olarak, Nef kullanicist olan ve Nef kullanicisi olmayan
tiketicilere/kullanicilara anket c¢alismasi uygulanmistir. Elde edilen analizler
neticesinde, Nef kullanict1 ve kullanic1 olmayanlar tarafindan, Aaker'm T.T.M.D.
(Tiiketici Temelli Marka Denklik) modelinin temel dort bileseninden, marka
farkindaligy/bilinirliginin daha basarili algilandigi, marka sadakati/bagliliginin ise daha
diisiik oranlarda basarili algilandig1 goriilmiistiir.

Anahtar kelimeler: Gayrimenkul sektorii, Markalasma, Marka Degeri, Nef, Tiiketici
Temelli Marka Degeri, David A. Aaker.
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ABSTRACT

Investigation Of Branding In The Real Estate Sector With The Consumer Based
Brand Value Model On Nef Real Estate Investor Company

Cigdem KARABAG

Today, beyond constructing buildings that meet physical and functional expectations,
project stakeholders are expected to engage in socially responsible, transparent,
sustainable, socially mission-driven interactions and consumer-oriented activities that
contribute to society and social life. These activities create driving and determining
forces on the physical, economical and social environment. At this point, companies that
produce in line with the understanding of marketing and consumer demands in
competitive market conditions encounter the concepts of branding and brand value in the
part of being able to reveal their differences with identity and brand stories. These
concepts are evaluated as the whole of activities gathered under the umbrella of branding
and its components called brand value.

In the study, it is aimed to investigate the components that reveal branding and brand
value at corporate level and project level, particularly in the real estate sector. For this
purpose, existing models related to branding and brand equity in the literature have been
examined. Among these models, one of them have been chosen that can be adaptable to
real estate companies and real estate projects. It is aimed to analyze a real estate investor
company operating in the sector according to the brand value/equity model. Based on a
number of criteria among companies operating in the real estate sector, it was decided to
examine the Nef Real Estate Investor Company according to David A. Aaker's consumer
(behaviour) based brand equity model. A four-stage was carried-out for the research
study. In the first stage, the data accessed from the media were analyzed in terms of
content depending on the brand equity model components.
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Afterwards, an in-depth interview was held with a Nef Real Estate Investor Company
representative, depending on the components of the model. As a last step, a survey was
applied to consumers/users who are Nef users and not Nef users. As a result of the
analyzes obtained, it was seen that among the basic four components of Aaker's
C.B.B.E. (Consumer Based Brand Equity) model, brand awareness was perceived more
successfully, while brand loyalty was perceived as successful at lower rates by Nef users
and non-users.

Key Words: Real estate sector, Branding, Brand value, Consumer-Based Brand Equity
Model, Nef Real Estate Investor Company, David A. Aaker.
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